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_larovucine Topay's NEW.MEDIUM 


name in focus... 


ay of the yea’ ye. aS 


every working . Pe 


__, throughout 


in the 


COMMERCIAL TELEVISION 
YEAR BOOK & DIRECTORY 


— a vital medium for year-long 


selling to the new industry 


const 


CLOSING FOR PRESS SHORTLY 


Send now for rates and data :— 


COMMERCIAL TELEVISION YEAR BOOK & DIRECTORY 
180 FLEET ST.. LONDON, E.C.4. TEL. CHAncery 8844 
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TO ALL 
INTERESTED 


IN 


CON MIERCIAL TELI VISION 
PROGRAMMES 


O 


GOOD 
—ON 


Fron 
our exp 
has rad 
Site ol 
( roydor 
although 
co-operal 
ated and | 
As we n 
televisior 
it obviou 
cost ol 

Now we 


announce U 


ntribution to the opening f I.T.A. 


'O CROYDON 
CHFIELD 


invited to 


pr the same service 

from the L.1 site at Lichfield 

ntil September 10th Transmissions 1 there will com- 
ansmitter GJAED mence on Oct 10th at 9.30 a.m 


patterns from the 


L.T.A. station at 
portant 


it with full LT.A 


service enabling 


conceived, oper- the 
urely by ourselves This will 
e almost half the 
ld in this country, 
us to bear the 
t facilities. 
pleased to 


have been 


BELLING & LEE 


sREAT CAMBRIDGE RD., ENFIELD, MIDDX 


Enfield 3322 


and contin 


hundre ot 
band III aerials be 


opening of L.T.A 
Midland areas. anc 
and others whi 


facilities and or 


either by 


ue | iree months. 


G9Y9AED was 


instrumental in 
thousands ot 
nstalled before 
programmes 
now e possible in the 
Advertising Agents 
y require monitoring 


formation regarding 


band III should get in touch 


etter or telephone 


with the acknowledged experts 


LTD 


. ENGLAND 


¢ Es idvertiser’s Weekly ii ee v 
| ne - 
| J 
i 2 
; Y ‘ 
; % 
Be 7 im 
q | Aa 
F 1 e S 
! | € 
wi 
i i . 
i cs 
ies i 
ED - 
a 
: vil as ' 
| | 3 
i . 
r | are a | 
‘ | | 3 
are | | , 
Fe | - 
4 | 
3 ] ee | ; 
ss | ae 4 
a eS oe 
- | a 
¥ _—sssss S:::?)?.h____—_—— jai 
| ‘a 


SEPTEMBER 23, 1955 l COMMERCIAL TV—Supplement to 


ee Sc mar ears ane “RTA 
E 
= 
= 
4 


Advertiser's Weekly 


* ieee - “ae RPS, . PS tr. ae 


Shoot ng live action T.\ mmercials at Twickenham Studios 
ISION COMMERCIALS AND CINEA \DVERTISING FILM 

= Presburys are fully equipped for the In the 1 of puppetry we have th 
= production of television commercials exclusive ices of Ivo Caprino, the 
= and cinema advertising films in live famous pr er of puppet films, who 
= received ijor award at the 19¢. 
= action, cartoon and puppetry. Every ; 
= soa ah | Venice Film Festival. 
= facility for live action productions is a 
= aaa. = We have made television and cinema 
= available at Twickenham Studios and our 


rvs 


| 


advertising hims tor many leading ad 
OWN animation unit, staffed by experts vertising agents and national advertiser 
in this held, is in Op ration at our West and are ret! vned for the high quality 


End Studio. ot our p! luctions, 


PRESB URY S keep your prodlicl in the picture 


wT) 
S. PRESBURY A O. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.! San 
j ‘* 
TELEPHONE : WHITEHALL 360! os IT) 
ss Jf 
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puts your 


TV sales message 


on permanent record 


Consolidate \our position as a TV advertiser—kerp your product 
permancetly in the picture, through TV MIRROR. 


Over the past two years, TV MIRROK has earned the 
undivided loyalty of the viewing public. Net Sales exceed 360,000 
copies weekly, and the latest independent survey has estimated adult 
readersh:p at 4.6 persons per copy. 


TY MIRROR really sets the pace, with sparkling features 
and photographie coverage of the programmes. As Britain’s leading 
TV weekly it is a powerful permanent backing for your TV advertising. 


PHOTOGRAVURE 


4id. WEEKLY - PAGE RATE £200 


TV MIRROR completes the picture 


| People who read TV MIRROR | 
i Who are they? What are their ages, their incomes 
fi and their standards of living? The answers are given in 
‘ a beoklet publishing the findings of an independent 


Survey into the readership of TV MIRROR. 
Copies available for those interested. 


— ac ae 
= A MBDRNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEFTWAY HOUSE, LONDON, E.C.4 CEN 080 
, , ) 
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Now comes the test—the 


advertisements themselves 


T could be that television's 

first year will do more to 
help or hurt the national stand- 
ing of advertising than any- 
thing else you could think of 

No advertising man—and no 
one well disposed towards it 
could have found much pleasure 
in the debates on the Television 
Bill. For anyone who thinks it 
obvious that advertising has an 
indispensable and enlivening part 
to play in a free society at work 
to get its living standards up, the 
debates indeed made appalling 
reading. 

For the fact of the matter is 
that plain distrust of advertis- 
ing and of its likely influence 
was one of the main reasons 
why opposition to the Bill was 
so extensive and so sustained 
and—tet us face it—so wide- 
spread among some of the 
nicest people you could 
imagine. 

It seems to me, now we are on 
the very eve of a system of free 
television, that the way in which 
opinion has swung around on 
this and other points during the 
last year is staggering I have 
no doubt that, at any rate, 
»f the reasons for the volte 
opinion—itt is not than 

it > way in which adver 
tising i approached its 
mmense new responsibility 


GOOD BEHAVIOUR 


Advertising has behaved, if I 
nay be allowed to say so, with 
great good sense, thoughtfully, 
and with its eyes open to what is 
at stake : and that has struck 
everyone No one knows this 
better than the Independent Tele- 

yn Authority, which has had 
yf a most remarkable kind 
ts Advertising Advisory 
The code of prin 
television advertising 
this committee. of 
ting chairman is a 
advertising man, 
ems to me a model 

But of course the proof of the 

idding is in the eating 

So far advertising has spoken 

yugh its invaluable and well- 

jucted representative 
ns or through ts 
gures Now comes the 


one 

face 

le 
css 


th 


organi- 
leading 


test 


“... if they like the advertisements .. . 

neat, useful, and entertaining. ‘hen advertising 

friends and disarming enemics so fast as to ad: 
movement of opinion.” 


says SIR ROBERT FRASER, 


tor general, Independent Television Authority 


lion, two or oths later 
comes Lanc its seven 
million, and | kshire with 
its five mill 1 millon 
people wit! year alter 
the first stati cent of the 


find ‘hem bright, 
be making 


to @ mass 


~ 


the advertisements thenisel\ 

If the public do not like the 
and become irritated and « 
temptuous, we are aii in trout 
hut the shouts of anr ’ 
break the 
agencies 

People can get pretty ar 
with things they do not lik 
their own homes. We know 
from what has happened 
where On the other h 
they like the advertisemer 
the whole, find them bright 
useful, and entertaining. 
advertising will be making fric 
and disarming enemies so fas 
to add up to a mass movement 
opinion 

Meanwhile 
forward 

The programme 
on whom everything de 
hay achieved a miracle 
readiness to produce seven hou 


very windows 


everything 


compar 


total popula hin another 

two, with a stations in 

service, the hould pass 

above 80 pe! 
Those wh 

is advertising 

out what t! 

terms of U 

new nator 
But of « 

incidenta 

Well used. it is 

powerful, memorable, and 
civilising medium for the com- 
munication of most things that 
was ever devised by the incred- 
ible brilliance: of modern 
science. Ill used, it is just too 
awful to be belicved 
l ooking bach 

ing con- able to say 

are there more the pr 

12 million or advertisir 

them. In have done 

t the Mid- tunity and s 

lands jo! cir six mil Anywa 


of television es a day 
n il from the 
date of ay is indeed 
that to day work 
ive to work 
to them in 
rival of the 


They have " 
firm about th: 
sibilties in 
accepting ad» ing, and I 
think they h vcen entirely 
right. It ji ' who are 
taking the bh riesks in this 
enterprise, s inge and so 
astonishing « years of a 
legally consitc | monopoly. 
The stations a: cing built at 
a spanking ps Conversion 
began to bur c a bush fire 
some time ag the thing has 
happened. 

Once | J i gt 
cern 


clear and 
we respon- 
matter of 


n is only 


the most 


4 


ful. 


AT its best television is the most effective 
form of advertising that exists. Every- 
one who has seen it will agree to that. 


It can be entertaining. it can be informative. 
it can also, unfortunately, be insistent, although 
how far that is good advertising remains doubt- 
One thing is certain: images which appear 
on that small luminous window are memorable 
to the point of being hypnotic. 


There is no doubt about the gain to industry. 
I believe that the public will also be gainers 
from all those types of advertisements which 


Within a year the 


prejudices will go 
says SIR KENNETH CLARK, 


chairman, Independent Television Authority 


demonstrate goods by 
gadgets of all kinds. 
LITTLE TO FEAR 

As for the disadvantages of television adver- 
tising which were so loudly canvassed during 
the passage of the Bill, I believe that they will 
soon be forgotten if the medium is used with 
good sense, good taste, and imagination; and 
with the guidance of the Advertising Advisory 
Committee made up of the leaders of the pro- 
fession there is little reason to fear that the 
medium will not be so used. 

I expect that within a year all prejudices 
against it will have been dispelled. 


action—clothes, cars, 
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Let us face this new medium with 


adventurous watchfulness 


suggests HUMPHREY F. CHILTON, 


publicity manager, | 


HE advent of a 

medium in the advert: 
vorid is news; soon it will 
just a matter of history. 


While it is news, howeve 
nust inevitably be the subjcc 
nuch conjecture. For a year 
more now, the columns 
ADVERTISER'S WEEKLY have 
numerous references to the ad 
of television as an advert 
medium in Great Britain ar 
whole spate of articles 
appeared on the technical a 
of this medium—how best | 
it and what pitfalls to 
Above all, there has been : 
discussion on what effec: 
new medium will have upon 
whole range of consumer ¢ 
and services and upon the m« 
structure of advertisers. 

I make no claims to have 
technical knowledge on this 
ject, so that the real probic: 
interest to me, as an advert 
is the one which is being p 
at the forthcoming conferenc« 
the Incorporated Society 
British Advertisers (Hasti: 
October 6-8), and which wil 
expertly discussed at the Sa‘ 
day morning session. The qu 
tion is “What is the future 
commercial television?” 


DIFFICULT QUESTION 


This word “future” must 
expanded to “the immed 
future” and “the longer te 
future,” because the answers 
these two halves of the quest 
may be very difficult 

Now how does an advertiser 
a nationally advertised brand 
product view the advent of co 
mercial television in the building 
of his future advertising media 
structure? For experience, he 
has only the United States 
America to call upon, where, 
however, the medium is « 
different in its operation. Ove 
there it is sponsored television 
im which the advertiser and his 
agent have to plan the programme 
or entertainment content as wel! 
as the advertising content. It is 
acceptable because it is a recog 
nised factor in the American way 
of life. 

So the British advertiser must 
look at the US experience from a 
very different viewpoint and con- 
sider that he is largely pionecring 
new ground. This involves 
courage and skill. Courage in 


Man 


chairman of the Incorporated Society of British Ad 


‘o all those who are working in this new medium, whether they 


ployees of the Independent Television Authority 
producers and technicians of the programme co: 


the script- 
tractors, the 


e salesmen of the contractors, our export advisers in the agency 


r the advertisers themselves, I say with all the co 
nuster, that I believe that this launching of the u 
mercial television in Britain, is one of the greatest « 
s been presented to us all for half a century. W 


ar it. 


can take the opportunity or lose it. 
chance within our grasp. 


ithe firmly. © 


ction that 
v medium 
»ortunities 
can make 


I believe ~« have here 
Let us make sure ‘hai we grasp 


ent—skill in adaptation 
itish industry is lacking in 
er of these. Mistakes 
ve made, of course, but we 
soon learn by them and 
e very long the real 
rn of the value of tele- 
' as a means of selling 
s and services economic- 
ind effectively will emerge 
the present welter of 
osition, 
expanding economy, such 
ive here to-day, all adver- 
influenced by the race to 
» with and to try and get 
f competitors, so that the 
on the existing adver- 
media tends to grow 
greater. 
of the other major media 
are not capable of any 
xpansion for a variety of 
So that on the face of 
re is room for a new 
»—always providing it 
sales at an economic rate 


in a relatively shor e after its 
appearance. 

Now an advertis« nning the 
structure of his ad ing cam- 
paign must build house on 


rock but he must allow his 
architect (in our ca is is the 
advertising ideas ma ome lati- 
tude to use his ima ition and 
to experiment in tl ilding of 
the structure. Other *, to con- 
tinue the simile, the man race 
would never have rogressed 


from the days of : huts to 


the era of reinforced ncrete 
To-day, the rock on » hich most 

of us build our media structure is 

that provided by the national 


press and the magazines. I do 
not foresee that this rock is likely 
to be changed but it is certainly 
true to say that some of our cus 
tomers are drawn in by more 
personal and intimate media, or, 
conversely, by the more dramatic 
and daring ones, according to the 
type of product or service for sale 


film studios are workine 


nercial television is bringing 


overtime to cope with the work 
them. This is a view of a department 


in the Pearl and Dean organisation's new animation studios 


tisers radio and television committee 


and the type of customer to 
which it is sold. 

So, all other media fit into their 
places in the structure—posters, 
films, radio, direct mail, exhibi- 
tions, point of purchase displays 
and so on; all are complementary 
media one with another, just as 
the building is not complete with- 
out the tiles on the roof or the 
glass in the windows. 

As I see it, this is where 
television must find its place. 
It must become an integral 
part of our marketing and 
advertising structure. Whether 
it becomes a large part or a 
small part, a vital part or an 
adorning. part, is yet to be 
ascertained but it must and it 
will play some part in our 
overall advertising pattern, pro- 
viding it is successful in selling 

our goods and services at a 

comprehensive cost per unit 

sold. 

We shall only know what part 
television is going to play in our 
individual structures either by 
experimenting, or in some cases 
just by backing our hunches or 
by watching the efforts of others 
and, especially, by undertaking 
research into its selling impact. 
Necessary as research is, the 
“risk” element will always be 
there but we all know that 
“faint heart never won fair lady.” 


WHAT TO DO 

Let us, therefore, face this new 
medium in the spirit of adven- 
turous watchfulness. Let us do 
all we can, particularly in the 
early stages, to make sure that 
we know what we are doing and 
why we are doing it. Let us 
obtain all possible factual evi- 
dence—which should be inde- 
pendently controlled—of the 
television audiences to the pro 
grammes and to our commercials, 
just as we obtain the ABC figures 
of the circulations of the news- 
papers 

Let us carry out research into 
the selling impact of our tele 
vision commercials so that we 
can prove to all who doubt our 
judgment, that we know we are 
on the right lines These 
doubters will appear and must 
be accepted as a challenge by us 
to keep our feet on the ground 
and our eyes on the behaviour 
and habits of the television 
audience 

In short, let us press on re 
gardful—not regardless. 
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COMMER‘ 


!1AL TV 


An endeavour is made here to answer 
the big question concerning— 


Supplement to 


Advertiser's Weekly 


The impact of commercial television 


upon other advertising media 


THE = question is_ heard 
over and over again 
“How will commercial tele- 
vision affect other media? 
In two years’ time we could all 

answer it very well! 
But what is the 5 
sensus of opinion to-day? 
| have endeavoured to over 
hear as many conversations 
among advertising people as pos 
sible, have borrowed a crystal 
ball, dusted it and tried to peer 
by degrees into the future 
This roblem has exercised 
the minds of many brilliant 
media men for a number of 
months, and without complete 
access to their secret thoughts 
one must indulge in a deal of 
fair comment and sheer intuition 
At its best commercial tele 
vision is another very good 
medium to sell goods, but this 
will be the position only after it 
has had a fair chance to obtain 
results and when several pro 
vincial stations are fully opera- 
tional. It therefore has a several 
stage development 
® Current 
for the 
London 
@ The first full year, when cer 
tain provincial stations have 
been added 
@ ihe when television is 
a true national medium and 
can be assessed alongside 
other media 
VARIOUS TYPES 
The question, as a whole, is so 
that it must be broken 
cover this development 
ind how it affects 
types of products and 
ypes of media 
initial London period 
»tless been found a 
great deal of new or experimental 
ne} The majority of large 
vational advertisers have come in 
é the extent that they 
taked their claim and have 
ption to renew at their 
*xpenditure 


ot ser 


general con 


budgeting to allow 
launching of the 
Stations 


ume 


general 
down to 


period also 


have 
the 
initial 
So far 
disturbed 
npaigns, although 
the exceptions 
have been a cer 
trimming in the 

helons of media 
The medium-sized national 
advertiser is largely playing a 
waiting game, or has indulged in 


yusly 


a seasonal campaign or possib 
participated in some magazi: 
programmes nothing ve 
serious. 

The smaller advertiser, with 
few exceptions, has not as 
entered the arena 

Let us consider 
advertisers. As they a!lready 
perhaps five media they hav 
allowed to include a sixth. Fro 
the other media point of view, 
the worst this allows for a tri 
ming of one-fifth. In many cas« 
however, as there is a waiting 
new advertisers or old advertis 
extending have taken up 
slack The medium advert 
has probably in the past 
fewer types of media and 
deemed it unwise to alte 
already successful formula exce; 
for a mild experiment 


INTERESTING TRENDS 


the second and th 
stages of development that tl 
interesting trends will appea 
Advertisers and their agents wi 
have to do a serious job on con 
mercial television and use it a 
a main platform This w 
viously affect media selection 
ough not necessarily ad 
versely—and for the followin 


first the larg 


It is in 


reasons 

@ The growing expenditure 
advertising will more thar 
ibsorb the cost of com 
mercial television for some 
ears to come. 

@ Successful television adver 
tisers will give rise to greater 
activity from their rivals, not 

of whom will spend tele 
sion money but instead wil! 
trengthen their press, poster 
tc., allocations 

@ Iclevision advertising will 

1 stand isolated as a cam- 
aign but will give rise to 
) Explanatory trade press 
inouncements to dealers, 
tc. (b) Supporting local 
swspaper advertising to 
ake the most of the more 
ystly television spot (c) 
Greater use of point-of-sale 
iteria] and direct mail, all 
which to get the utmost 

ym television 
that most 
use television 
\| the time everywhere, but plan 
seasonal or regional attacks to 
gain special impact for their mar- 

keting plans. 


presupposes 
sers will not 


Perhaps th 


basic fact 
television 


regional med) 
stages it wil! 
note whether 
tisers will us« 


platform. 
advertiser 


his first choi 
medium whe: 


area ? 
Productior 
issue and whe 
and sciences ; 
girl demonsts 
ton ring tl 
wife in Wig 
appeal wil! 
ning infinite v 
media owner 
swings he wi 
on the round 
Without 
treating the 
1 broad wa 
SIONS prese! 
and flow i 
Other | 
and it ts 
how the 
given to ¢ 
has done a 
for advert 
has affect 
agents § think 
the fields 
specialist 


FILM AND 


One 
some 
ittendant 
tainment 


can 


remains at 
film and 

Possib 
used to tl 
to appre 
commerc 
then con 
viewpoint 
of other sp 
agent, on U 
his is one of 
has only occ 
tain types I 
But becaus 
wanted service 
has, as a b 
more aware o! 
th 5 re son f 
tising have 
demand 

x far 
scems to 


is 


w 


i 


By GRAHAM ROE, 


joint{managing*director, F. John Roe Ltd. 


-( important 


commercial 

it is a 
In the later 
teresting to 
local adver- 
their prime 
‘e «national 
select it as 

a support 
hasising an 


iffect this 
{ the arts 
ed will the 

Kensing- 
the house 
and local 
ugn plan 
{ what the 
se on the 

make up 


fic, but 
two in 
conclu 
the ebb 
Aing 
however, 
observe 
publicity 
television 
tions 


at 1b 
whole 


and 
rs and 
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ting and 
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discount 
sec of the 
the enter 
there still 
nterest in 
sing 
er has got 
irger scale 
tential of 
If 80, he 
a fresh 
the merits 
ha The 
ind, unless 
agencies, 
ised cer 
g media 
nts have 
vision he 
become 


ttle harm 


to other media and leed, would 
appear to ha ed some 
sections w will the 
blow tal! u t all? lo 
get to tund et it be 
stated clea 
a whole c&k 
ticular 


rtising as 
any par 
part ng 
Advertising : weapon of 
selling and « ‘um is justi- 
fied only wheo economically 
produces sal competition 
with other Remove the 
glamour « ew medium 
and comm tclevision will 
have to home the 
bacon” as ch as other 
media. 
In revers: 
duplication «; 
_ will go. 


» A NEW 


This is as 
In recent 
has led t 
media and a 
planning wi 


squec7¢ it 


presemt over- 
easy spending 


WEAPON 


idvertise 
for a new 


challenge 


true posit 
plete tre cu 
be achies 
Sonn 
100 pe 
Med 
that 
per 
greater 
advertisers 


d manu 
prestige or 


and the 
idvertis 


mstitutr 

great weig oO rvday 
ing will alwa the press 
this ; Every 
to dy 


the comp ¢ ans T 


has 
prob 
lems 


f nedium 
However 


view it 
with interest 
iastically, one 
certait er the next 
years there will he “ lver 


fising men dying 
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COMMERCIAL TV Supple ment 


The package is near to the heart 
of the 


fing LEVISION is such a 
dium and poses s 
ro is When it is applic 
dvertising that for a 
ng ume to come every! 
lesigned, written, and mad 
it will be in the nature 
experiment 
Producers in the United $ 


Ww e¢ commercial televis 
“ seen established | 
ears, still feel that the 


nore to learn in the futur 
they have already tried to a 
n the past. After all 
experience is only made ul 
ong series of mistakes 
made; all one can hope 
to make the same mistake 
over 

At the same time, to w 
a new medium in the sp 
experimentation, where ruil 
not yet hard and fast, has 
compensations and p 
scope for the creative mar 
which of course is not w 
limitations, which in turn pr 
a working discipline 

So, in order to exploit 
scope to the full, it migi 
worth assessing the restric 
which we have to acces, as < 
pared with other advert 
media 

@ There is no colour (at 

not tor some time yet in 
country) 


The presentation of the package 
important feature of many adver! 
Newforge packs (desiened by F 


which look interesting 


H. K. Henrion and W. de Majo), 


.) 
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nd is added to the visua 
tion is introduced (i.c., 
is added to space) 
screen is small and inti- 
e with very little, if any, 
iltaneous Competition 
picture is intermittent 
made up of horizontal! 
s which move constant 
nning) 
al effects 
can a pack best be showr 
ill these limitations and 
Mis scope ? 
s is an important problem 
solved because in many 
tising shorts it will be un- 
lable to show a pack 
at the beginning, in the 
e, or at the end of the 
two, or three minutes, if 
iroughout. 
ck considered from a 
tandpoint, may be per 
ulanced, clearly legible 
attractive, conceived i 
erly balanced colou 
which may be _ both 
and suggestive of it 
But a black and white 
on the fickle little 
ight easily deprive t of 
carefully worked out 


ete reassessment 1s 
r, based on a black and 
otograph or, better still, 
the pack in motion on 


al television will be an 


rammes. Shown here are 


aced together 
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television commercial 


By F. H. K. HENRION, 


wilh comme 
felevision pr 
grammes wi 


powerful Sé 
aids The N 
fore packs 


that in mina 


film or, best of a closed 
circuit The hues of vur ma 
have to be heightened ywered 
to render it altoget retwee! 
black and white, possibiy ex 

gerating the image in anticipa 


tion of possible losses whe 
appears on the television screet 
‘ 


Lettering may have to be made 
bolder small words elimina ed 
altogether ; the whole tende 
will be to simplify and dran 

As to the addition of sound 
its simplest, while the pack '}s 
shown spelling out its If e 
visually, it 1s simultane: 
being spelt out audibly ¢ 
brand name enters the jf 
viewer's head at the same time 
through eyes and ears-—w ¢ 
supposedly those two sensa ns 
meet. to form an impact in such 
a manner that it is transformed 


into a memory to be put away in 
the filing system of the conscious 
sub-conscious, OF both 


DOUBLE IMPACT 


This. obviously, is the aim, and 
it is easy to create the double in 
pact merely by aiming at a I gh 
degree of legibility and audib 

To make it memorable. 
however, and to make it live 
on im one way or another 
against all the further impacts 
made by entertainment and 
other advertisers is the great 
problem ; and happily there is 


of visual planning, Erwin Wasey & Co., Ltd. 


neither rule nor recipe for an 

easy formula to achieve it. 

Only flair and inspiration 

applied in the boldest experi- 

mental fashion can hope to 
succeed. 

The element of motion is one 
of the most important (and one 
of the most difficult to handle) 
factors and its uses for conveying 
an idea or impression are usually 
the most troublesome aspect for 
the designer or writer Skilful 
Stage and film directors know 
that a line of dialogue delivered 
at the peak of an aggressive 
movement is much more force 
ful than the same line delivered 
by a character who is “re- 
treating.” 


STUDY OF MOTION 


In the latter case the line is 
usually of the kind known as a 


throw-away This over-simpl 
heation of a stage or dramatic 
principle is the key to the study 


of motion use in order to make 


oo ) tele . me " ] 
points a television commercial 
I, af 
1 guietiy and 
(date ” en con 
rte r ré , the ane 
oP th * sj 
ner the throw 
aw f ry A p A 
A pr 
? af ij f 
< no 
J 
ivarr rhe 


@ Continued on page 8 
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rom script to shooting 


T.V. A. 
DOES IT AL. 


— _ -* 


S an advertising agency, you'll want to provide | est possible television 

commercials for your clients V. Advertising i. are organised and 
equipped to help you do just that. We write, de 1 produce television 
commercials. You give us the advertising brief, we t re of the rest. 

T.V. Advertising are now installed in comfortable : offices at 54 Greek 
Street. Everyone you need to see is there, under the same roof. And you can look 
at your own commercials there, exactly as the public w w them, through our 
closed circuit system. We’ve got all the equipment and ‘10 space that’s needed 

Now to the people who’ll look after your commercia ur Board of Directors 
are experienced and expert in the relevant fields: adverts electronics, the stage, 
the cinema. As for creative talent, we've captured the best that’s to be had 
Top musicians, designers, producers. We're not boast It’s true. Just come 
and see. Our "phone number is GERrard 4226 


T.V. ADVERTISING LTD. 


54 Greek Street, London, W.1 


Directors L. S. Hargreaves (Chairman), M. Danischewsky (Planning and Production), 
R. W. Dickenson (Administration and Sales), Lord Foley, $8. E. Linnit ‘alternate Jack Dunfee), 
C. J]. Maples, F.C.A., S. J. Passmore, The Earl of Warwick and Brooke. 
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The packs shown on TV can 
, be stimulating—and selling 


A kind of motion that r: lifferent in use and pur- 
makes it register and s/ ym television 
: the viewer a little, char e television screen invites 
his mood from one of pa objects, concentrated 
contemplation to active r and simplicity, the new 
tivity c developments herald 
So a new question poses nplications and stunning 
for the pack designer : How for our eyes and ears 
ok when it is moving ? } being visibly and audibly 
the product name, the s! 1 and overwhelmed ; 
f the pack, the main ynically and stereo- 
ture, or illustration stand we might yet turn to 
e t thrust of a zoom ision set as a quiet and 
he pack hold its cha omforter to our out 
is dancing, or wher nses This page fron 
down the road ontrast has been painted the “Ambassador 
When it is doing show that television is illustrates the point 
roses with a circle ch a medium in its own that the further 
~ WS i o work in it successfully away from a tel: 
CRISP AND CLEAR to understand its pecull vision screen ti 
| , , , nd exploit them, so that viewer is the 
ie tae a “het me ey shown in television is clearer (althoug!/ 
has helped a pack t ts medium. And one of smaller) the imag 
p + haga re rent drawbacks is the becomes 
_ ' 7 d out was not suffic woes oy ~ 8 apna 
a ipset the character of the i ae aoe to the varying degrees, a techni- _ ting liquids such as beer and soft 
Juct or cause any prob id like to illustrate this ©! development ir future drinks by dropping an efferves- 
cognition But it helps | “ ; may overcome ti ortcom- cent tablet into them to make 
re familiar example of : ; 
to stand out crisp and clea ng world. The coarser ings. Its present is that them bubble and froth, or by 
Sea zoom shot when the bott!« sane cerean. the Garter small lettering, or | es, tend inimating the lettering on the 
= off from the tabletop and distance of perfect view to be vague and Pp, and pack and dissolving it into people 
forward to fill the screen therefore illegible or the product 
ever its use in television . Thorough testing he pack These hints of faking and im- 
in eomaiieenl sTANCE NEEDED should help to deci’ whether = proving the looks are fairly 
It would seem that the vell known that a half such elements 0: to be common knowledge. The main 
iatle§=«difference betweer wn in an exaggeratedly eliminated or stren ned in thing is to get away from easy 
screen and cinema on the * ‘en cannot be recognised order to obtain an op jum re- formule. do’s and don'ts. and 
: vision set, but this illusion ose distance except as a sult ; in this nection, = give as much room as possible to 
a dangerous one The telev Only if seen from a special attention ouch: to be the people who are bold enough 
-_ screen is intimate, asking stance will the pattern paid to the surface mela to use ther Gair to experiment 
i, aumitting only a smal! aud nised as a photograph package, if it is nished, lowes aad aan ne It * in the 
so that anything shown must ita perfect vision of the wrapped in Cellophan«. or par- regions of the unfathomable and 
‘ much more concentrated and epicted. Every size has ticularly in the case f glass rrational fantasy that . lie ‘the 
necessity simpler than i: deal viewing distance, bottles or metal cont. :ers. eatest sc pe f yt tel vision which 
cinema sheet poster has to be While in a phot c st is entertaining, stimulating, and 
It is perhaps symptomatic t 1 a greater distance than lights can be thus zed to therefore memorable—and selling 
as the television habit be crown poster avoid all reflectior » the 
more and more accepted throu st television sets there camera (usually by t trial 
out all houses up and dow: liscrepancy between the and error), a pack yn in 
country, conditioning peop distances of size and vites light reflection ng its 
concentrate on a small, intin $s OF screen, 1e., 1 you journey across the n—and 
domestic screen the cir e television screen from re are very many s lights 
screen should expand and g distance to lose all the in the television stud 
to 3D, Panorama, VistaVis f scanning, the screen's 
and CinemaScope The lat uch that you want to SPECIAL EFFECTS 
name is being perhaps the m irer to it to look -at it In the field : sion’s 
typical because all these ne bly, thus suffering again special effects, fad d dis- 
developments give new scope | effects of scanning. solving one picture int other 
the cinema as a medium d sets suffer from this in is particularly easy. If 1 with 
imagination, this techr e can 
ensure both visual cont ty and 
visual surprise by ass yn of 
two different images The same 
is true of the sound 1 it is 
astonishing how many different 
and happy effects can b nieved 
by simultaneous sound visua 
fading, or by keeping visual con 
tinuity with sound change. or 
versa. 
Despite basic differences be- 
tween the media i t can be 
earned from the cinen id the 
t nt Orson Welles filr Con 
al Report” sh th ston \ f rane ip 
ig effects which can be play to pr f nse of move 
The label of the cream of chicker Newforee (designed ! ichieved if handled by naster ment. Cor é n has 
F. H. K. Henrion and W. de Ma shown flat. Elsewhere | have purposely refrained from reatly magnified the importance 


on the page the labels are rcling the tins giving practical hints, like activa f the 
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We are putting into Televisio:, on our 


clients’ behalf, the same creati:c courage 


and enthusiasm that we have given 
in the last forty years to press, 


poster and film advertising. 


W. S. Crawford Ltd Advertising, 233 High Holborn, London WC1. Holborn 4581 


Offices and Associates throughout the world. 
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Who olds the key to ‘Mon Repos ; 
It isachastening thoucht iat we of advertising hav These are the ions to success in screen selling offered to 
ei only to be able to afford t f television to gain admit vivertisers and t ts by the Pearl & Dean Group. To its 
i { 
' ' , 
tance to private houses that ur own What matters erstandi t umentals of visual selling have been added 
/ most, of course, to pract ite citizens, is how we studies of tele jue; increas 1 studio capacity (including 
i 
behave when we vet there iredorarrogant, smooth the ‘ know ‘ stud - guaranteed processing arrange 
or stumbling, « mpetent r we have in our hands the ments; and a creative service covering live action, 
kev or the crowbar. Upon eptance evervthin cartoons and | t uding an exclusive agreement with Joop 
It we, the advertising kev of gold, it will not Geesink of U.S e, Vv 1's leading puppeteer) 
be by chance It will be be een able to put as n uch Already the den t what Pear! & Dean insist, the interests 
into our television comme anv other advertisement of qualitv, must ll juantitative output, is nearing the 
ot which we are roud technical inte pretation, limit 1s piv ! ve t vet settled vour televisi yn adver- 
productive capacity and, a ‘ ww’. tis uns to do so soon. 


THI 


PEARL & DEAN 


GROUP OF COMPANTIES 


harnessing the screen to commercial enterprise 


PEARL & DEAN LIMITED - > DOVER STREET « | NDON W.1 °¢ AND AT MANCHESTER AND GLASGOW 


at 


SCREEN ADVERTISING: HOME - OVERSEAS - TELEVISION 
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AFTES exhaustive inquiries 
and considerable research, 
1 must confess I find it practic- 
ally impossible to name all the 
actual and potential uses of 
closed-circuit television. 


Of late, progress in this field 
on both sides of the Atlantic, has 
been so rapid and extensive that 
it would take a very long time to 
track down the astonishing 
number of uses and installations 
that have cropped up all over the 
country in the last two years. It 
is true, however, that only the 
few are aware of these important 
developments in industrial tele- 
vision from which we all 
indirectly benefit. 


Stop the average passer-by in 
the street to-day and ask him 
“What is television?” In 99 
times out of 100 his answer will 
specifically deal with the trans- 
mission of live entertainment to 
his home. 


Ask the same question in 1957 
and you will almost certainly find 
the respondent qualifying his 
reply by informing you that “It 
all depends on what you mean 
by television.” For indeed, two 
years hence various kinds of tele- 
vision will be as common then, as 
the present entertainment medium 
is to-day. We shall undoubtedly 
have state television, commercial 
television and closed-circuit, or 
industrial, television. 


FEW REALISE 


Most of us are by now well 
acquainted with the first. The 
second is now a reality, and the 
last (but not least) is already on 
our factory and office doorsteps, 
although few of us realise it. 

Industrial television on closed- 
circuit is at the moment playing 
1 vital part in our industry and 
education even though little 
information is given out to the 
public. 

Do you remember the use of 
underwater cameras in the 
salvaging of the “Comet” near 
Elba a few months ago? This 
was done by a closed-circuit 
ndustrial type camera especially 
designed by Pye. 


But long before, and ever 
since this unfortunate incident, 
British firms like Marconi and 
Pye have been working and 
experimenting with industrial 
cameras and helping industry 


limitless applications 


Because the surgeon conductin 
elsewhere in a lecture theatre 
monitor screens, closed-circuit ¢ 

surger 


to solve problems which in the 

past have seriously handi- 

capped or prevented the execu- 
tion of major processes and 
operations. 

As an indication only of the 
scope of these miniature cameras 
here are a few of the problems 
which these firms have been con 
fronted with in the past and 
which they have solved by supply 
ing the right type of industrial 
closed-circuit TV equipment 

@ A whaling ship skipper com 

plained that he found it 
extremely difficult to control 
his ship safely when captured 
whales were being towed and 
other whaling ships came 
alongside to take on stores, 
etc. A television industrial 
camera was placed on the 
stern of the ship and a 
monitor set installed on the 
bridge. It now gives the 
captain a perfect view astern 
as he stands at the wheel on 
the bridge 

@ The British Electricity 
Authority wanted to observe 
and control furnace flame 
conditions in their huge 
furnaces. Special industrial 
television cameras with water 
and air cooled lenses were 
placed right on the furnaces 
where no human observer 
could possibly stand. 


delicate operat 
hundreds of 

ision is making 

chniques 


@The Atom 
Mission ner 
close rang 
prevailing 
reactor A 
camera 
was the 
tion 

@ Huge crow 
by Dr. B 
Kelvin H 
Overflow 
be accomm 
Other ha! 
nearby and 


With a_ closed 
circuit system, the 
designer in his 


office can discuss 

a query with an 

engineer in an 

experimental shop 

rome distance 
away 
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Closed-circuit television has 


By A. J. HAYWARD COSTA, 


n be viewed 
experts on 
le improved 


ergy Com- 
observe at 
conditions 
an atomic 
industrial 
the reactor 
ictical solu- 


re attracted 
aham to the 
n Glasgow 
ces had to 
{i somehow 
were taken 
evangelical 


on manager, Rumble, Crowther & Nicholas Ltd. 


meetings were 
closed - circuit 
Kelvin Hall 
@A firm, manufacturing slot 
meters and components 
found that their ohief de- 
signer spent a considerable 


televised on 
from the 


part of his working day 
travelling to and fro, from 
workshop tlice, inspect- 
ing instru is and answer 
ing design queries, 
Industria vision again 
came t ccuc. A small 
camera stalled in the 
works! nd a monitor set 
placed » desk. He now 
answers ali his queries and 
inspects nstruments and 
blue prints by looking at a 
television screen 

These are ita few of the 


many uses of 
this count: 


sed-circuit im 


it the moment 


However,  th« wing short 
itemised list should give a fam 
idea of the vast pe and 


potential of this new Justrial 


and educational! aid 


*% Nation-wide meetings con 
ferences, ctc., ecxhibitions and 
store demonstrations, commercia 


film tests, pack tests, casting 
office and factory communica 
tion, imter-departmental tran 
mission of blueprints, balances, 
statistics, signatures designs, 


records, ct 


® Microscopic observations with 
camera fixed on the 
lectures and 
numbers of 


micré scope 
tuition to large 
students when the 


@ Continued on page 12 
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Closed-circuit TV can 
be inexpensive 


machines or instruments are in miss research, aeronautical 
accessible to large crowds, clos ing tests, visual educa- 
ups of surgical and denta n iblic relations and adver- 
operations tising campaigns, traffic, dock and 
el control, railway siding 
* Wind tunnel tests, furnace and me ns. 
gauge observation and cont are only some of the 
production line inspection fron infjreds of practical uses by 
a distance, foundry and rolling losed-circuit television is 
mill operations, plant data 2 industry in its exacting 
transmission and imer-commun AS 
ition, time and motion study Yet the equipment needed for 


complex operations is ex 
simple in its design and 


strolling and security checks 


* Underwater rescue, salvag: > n. It can be manipulated 
ind search, forestry and f te control, costs hardly 
control, nuclear and = guided ‘.ng to maintain, and is rela- 


mee TELEVISION CINEMA 
NFEORMATION BUREAU 


At the Production 
Exhibition, Ford 
Motor Company, 


tively inexpensive | y The 
average circuit cons a small 
camera weighing at ight Ib., 
a control unit (not 1 bigger 
than the camera it and one 
{or if required, ot monitor 
set about the size ordinary 


domestic television 
The circuits can e within 
distances of up to 2 eet, and 


Lid od the power consump! 3 as low 
am + a d- as 100 watts—no n van that 
series of closes of a large domestic ic lamp 
Creuns television The essential eq t (Le 
tga from camera, control unit nonitor) 
De F BP cnn 7 od costs in the region 00, and 
ra le. te y other fixtures, like sj camera 
— casings, cooling syste and so 
on, can also be b 
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This map illustrates the approximate coverage of the Independent 


station—the first Midlands commercial television station—which is 
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Te levision 
expected to come into 
in January or February of next year 


Authority's Lichfield 


operation 
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The audience at 
watched production phases at 
Dagenham 


Olympia 


How Ford 
used it 


URING the. past’ few 
years, television has been 
put to a number of unexpected 
uses, but visitors to the last 
Production Exhibition at 
Olympia, London, were able to 
see how it could be employed 
to demonstrate modern aspects 
of productivity from a distant 
factory 
The Ford Motor Company 
Ltd. had brought several of its 
smaller machines from Dagen- 
ham to show visitors to the 
exhibition how mechanisation re- 
duces human effort, speeds 
production, cuts costs and leads 
to better value for money in the 
product But there were many 
much larger machines and 
sequence operations which it was 
impracticable to move 


THREE TIMES DAILY 


To overcome this problem the 
company installed mobile tele- 
vision cameras between the pro- 
duction lines at its Dagenham 
factory and three times a day 
transmitted to Olympia (25 miles 
away) “live” pictures of the 
transfer machining of the Consul 
and Zephyr model cylinder 
blocks and the manufacture of 
rear axle housings 

Three micro-wave links ‘(the 
middie one at Shooters Hill) 
carried the radio signals over a 
closed - circuit This was the 
first time in this country that 
television had been transmitted 
over such a large distance by any- 
one except the BBC, and was 
part of the Ford plan to take the 
exhibition to the machines, 
nstead of the machines to the 
exhibition 

The Ford stand was a great 
Attendance was up to 
400 per hour and an average of 
380 attended each of the daily 
television shows 
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ERIC 
ROBINSON 


Director of B.BA 
Television Musk 


JAMES GRAFTON 
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BARRY BARRON 


Chairman, 
Head of Television 


JOHN IRWIN 
Creation and Direction 
Author 

formerly produced 


B.B.C.'s ‘In the Ne 


FRANK WHITE 


Internationa 
ordinator 


— 


fy 
> f 


Script Editor 


‘ 


urrently writing 
BBA 


s ‘Secombe Here’ 


JOHN REED 
Formerly Animation Director 
with Walt Disney 


DERRICK 
WYNNE 
Directior 

Studio Paci ities 
wu 


ROY RICH 
Creation 

and Direction 
Feature films 


Producer Director 


THE McCANN-ERICKSON T.V. OPERATIONS BOARD 


As commercial television begins in Great 
Britain, McCann-Erickson, like most major 
advertising agencies, has planned for its 
chents a first-class service in this new 
medium 

McCann-Erickson is an international agency 
and already has many years’ experience of 
commercial television in North America and 
Latin America. This experience was naturally 
drawn upon when the agency began its 
television operations in this country 
McCann-Erickson believes it is essential to 
give the most comprehensive service possible 
Commercials cannot be “farmed out” if 
quality is to be maintained 

The McCann-Erickson Television Opera- 


tions Board was created to achieve this ! 
scale service to clients. The members of 
Board form, to our knowledge, the n 
thoroughly qualified team of specialists i 
British commercial television 

These men, all acknowledged experts in the 
fields, are completely integrated with our 
Television, Creative, Research, Marketing 
and Media Departments. They also have 
direct liaison with the experienced producers 
in our American Television Department 
The McCann-Erickson Television Opera 
tions Board provides the necessary creative 
and technical! skills to handle the complex 
problem of selling goods and services by 
television 


The Board will also help to avoid the costly 
mustakes that occurred when television burst 
upon the United States as a strange new 
medium 


McCANN-ERICKSON 


ADVERTISING LIMITED 


BRETTENHAM HOURE 
LANCASTER PLACE, LANDON 
TEMPLE BAR 


Now placing more than £14 000 J 
of Commercial Teie nt 


Canada and Latin-Amer' 
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3 
AL 


The 


SOME TIME AGO one ©! [hic 
the United States decided 
television. They took a m 


biggest television companies in 
est the power of commercial 
\-sized city in middle America 


whose first television station was just about to be set up. 


Here they made an extremely 
“ Before-TV "interviewing 
months later they returned 


thorough investigation of the 
they called it. Six 
and did the “ after-TV ” inter- 
viewing. The two sets of figures were then compared. 
What did these prove about the impact of commercial 
television ? 
The answers were absolutely straightforward. Six months 


market. 


 -_ 


selling power of | 


of commercial television had changed things enormously. 

Six months of commercial television had made people much 
more aware of the names of advertised products. It had 
firmly linked the product and its uses in their minds. It had 
driven home the trade mark, sold the slogan and increased the 
reputation of the product. But, most important of all, it had 
made people prefer one product to another and impelled them 
to buy things they had seen advertised on TV. 

All this speaks for itself. And ABC Television know what 
happened in America will happen here. There is no doubt 
about it. Television is a most powerful selling medium. 
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ABC TELEVISION are responsible for the week-end programmes from the 
London transmitting station of the Independent Television 
Authority and for the week-day programmes from the Midland station. 


television 


ASSOCIATED BROADCASTING COMPANY LTD. 
Television House, Kingsway, London, W.C.2. Chancery 4488 
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COMMERCIAL TY 


How to use film effectively in your 


television advertisements 


T last the time has arrived 
Commercial television 1s 
here. The hard work, the hard 
thinking—and re-thinking 
and the praiseworthy ingenuity 
of British advertising men ts 
being made manifest before 
the British public. Unbeliev- 
able efforts have certainly been 
made to please. 
So far as the men on the film 
side of this great advertising ven- 
ture are concerned, the creative 


problems have been met, tech- 
niques chosen, jingles recorded, 
pack shots re-shot and re-shot 


again and by the grace of the 
labs many pre-filmed commer- 
cials are in the can. While there 
may be details to criticise, the 
general opinion is that they look 
all right. But on the air—will the 
sponsor like them?—will the 
public like them?—and most 
important will they sell the 
product? 


It is not generally our respons! 
bility as producers to point the 
direction through this jungle 
Our job is to clear the path 
chosen with all possible technical 
efficiency but inevitably we 
worry, along with the advertising 
agencies, about the ultimate 


success or failure of our joint 
efforts 
NEW PROBLEMS 
Our experience in- making 


advertising films for the cinema 
has helped to overcome a lot of 
technical difficulties, but distinct 
differences in shooting for tele 
ision have set new problems 
Chief among these is lighting 
Here normal practice can be 
fangerously deceptive 

A scene projected on to a 
screen in the cinema manner can 
ippear to be perfectly all right, 
good quality, good definition 
But the same scene observed on 
television closed circuit may be 
ill. lifeless, too light, soft focus, 
even suffer a complete loss of 
jehnition 


/ 


In my company, we had a 
tartling first experience of seeing 
iy own material on closed cir- 
uit A number of pack shots 

e inadequate, and almost an 
tire commercial, consisting of 
se shots of the product, was 
nrecognisable and had to be 
e-done 


{ hnical problem for a televis 
vround has to be reduced u 
de of the 


man in the foregrour 


sii 


the need for different lighting 
n ods 18S most pronounced in 
¢ shots and close-ups of 
inanimate objects, especially if 
t! have a brilliant finish or are 
ve light or very dark in colour 
It therefore, essential that the 


lighting camera man fully under 
stands the different lighting 
req ements 
Another disturbing difference 
this experience revealed con 
cerned the small screen-——not the 
obvious limitation of the surface 
area. but the lack of definition in 
dept 
In what is described as 
medium long shot, faces lose 
expression, small objects are 
difficult to recognise and bold 
print is unreadable if the back- 


ground extends very far 
beyond them. In some cases 
these deficiencies can be 


corrected by special lighting 
effects, but generally it is safer 
to shoot closer and foreshorten 
the shot with a sympathetic 
backing. This means, of 
course, that big shots should 
be avoided if they are intended 
to achieve a specific purpose. 
A shot big enough to take in 
six girls dancing is perfectly all 
right as a generalisation to estab 


lish, say, a nightclub, but if 
designed specifically to present 
the girls’ blouses, or skirts, it 


By J. BYRON LLOYD, 


r in charge of Pear! & Dean (Productions) Ltd. 


Reubens, a grand piano or work 
ing class wallpaper. But on tele 
vision a picture hung centrally, 
a heavily patterned wallpaper or 
even, in close shots, a vase of 
flowers or a clock can $0 cause 
such confusion on the = small 
screen that the objective of the 
shot may well be completely 
jeopardised 


Simplicity should be the art 
director's watchword. In this he 
can, of course, learn a lot from 


the art director of advertising 
agency who has been long versed 
in conveying ideas by simple 
means in small spaces. Unobtru 
sive design and shade contrasts, 
with the minimum dressing, en 
courage the eye to concentrate on 
the object of focus 


CAMERA USE 


Another demand of the small 
‘ 


television screen i 


more 
film producer nan in the restricted use f the imera 
¢ to be a mir wre on the Those oblique angle ised in a 
a scene fron rl Dean cinema advertising film to give an 
ordinary scene a dramatic effect 
if put on a television screen look 
would most [ fail to do well pecul ar. te » the least of 
so effectively itt 
Set requiren ilso quite , a : 
Feary re » for the Nor is it advisable to repeat 
cinema those interesting cinematic 
yee shots when the camera moves 
How casi! ill screen 
' : round, through or over some 
becomes fuss \ directors 
, The large foreground piece to re 
must be firn ed hey a leuation Th amen 
, , a situation. ec « 
have been used gning and bene 


are that all the camera will 
reveal is a lack of definition! 
Long panning or tracking shots 


@ Continued on page} ié 


dressing sets as a proper contr 
bution to the ealsation of a 
script They gay character to 
a room with ispidistra, a 


1 ene fron 
of the him ” d 
by Screens] 


Polo confectioner 
on television. Puy 
petry 
stop-motior 


cartoon, ar 


can each, in their 
own way nvest 
the ordinary with 
a look that 


exira r dinar 
They can 


magica enter 


. Ts ee . 


fainine. 4 . . 


| PC , 17 ee 
S| 
ee 
| \——- ~~ 
: « -— io 
fae 
pays > io 
: ; oi — eri i 
: “abe oe). a 
’ ; as a = ; 4 . 
; ¢ q , ie & > WwW a 
2 ‘ ~ y or 
. ee 
ii ‘bs f ‘ a 
- rs) | 20, f 
I SS re 
: a — S32, =, 


Sih 2 ee ase 


a ee 


COMMERCIAL TV—Supplement to Advertiser's Weekly 


When to use live action— 


and when 


are generally too long in 
getting to the point. The lony 
pan should give way to 
straight cut and the leisure!) 
track be bettered by the im- 
pact produced by a zoom lens 
And now to those packs! 
Here is a difference that p 
ably causes a producer the mo 
dissatisfaction. After filling 
enormous CinemaScope scr 
with packs faithfully reproduced 
our, it is disappointing to 
stricted to one pack in biaci 
vhite and then find that, if 
veable pack and not screer 
it is necessary to move 
sup of the label in order 
ble to identify it! 


MCOIMICATIONS NEEDED 


wre «the bane of this 

r—and obviously not 

ith television in mind 

have had to be told 

, bottles, boxes and 

) have been sacrosanc! 

will reproduce unsatis 

nless some modification 

They have sensibly ap- 

he point, and agreed 

me lettering and illustra- 

made bolder and other be 
Jeleted 

in the ordinary way packs de 

pend much more on colour than 

anything else for recognition. 

Obviously, until there is colour 

television we can do nothing 

sbout this But the fact that 

packs are in colours of various 

shades presents many complica 

tions in black and white repro 

duction. Where there are onl, 

two colours and in sharp contrast 

such as red and white, it is prob 

ably necessary only to touch up 

the packs. But, generally, we 


No need to worry about the wounded soldier here. 
has wiped out all the germs with Dettol 
Hero 


to avoid it 


1ve found it best to reproduce 
pack in black and white 
re photographing. Again, 
ng, a clear, simple setting 
d the camera view are of vital 


ben television proves to be 
the powerful medium it is ex- 
be re- 


but im shape 
rom the commercials that I 
seen it is very apparent that 
idvertising agencies are fully 
wring all the available tech- 
s of presentation. Perhaps 
would not always agree with 
choice of technique, but in 
so much is a matter of 
mn. 
black and white, for in- 
e, I think it is disappointing 
¢ invited by the commentator 
look at this plate of delicious, 
petising food”—and then see 
on the screen a dish of some- 
ng that looks quite the oppo 
: Harry Wayne McMahan, 
hor of The Television Com- 
rcial (published in __ this 
country by Business ‘ 
tions Ltd., price 35s., post free), 
over lunch a few weeks ago, did 
not go all the way with me on 
this contention. But he did 
agree that there are probably 
better ways of conveying the 
idea of delicious, appetising food 
without actually showing 't. 
However, I think it is a 
pretty solid rule that live action 
should be used whenever the 
product can be demonstrated. 
it is usually a certain means 
of presenting a problem with 
which the viewers can most 
readily identify themselves and 
of solving the problem by 
demonstration. 


The young nurse 
a scene from “The Wounded 


r ? # 


In the television «a 
mark animal char 


SertempBer 23, 1955 


tising film, “Babycham Goes Gay,” the trade 
he glasses and so introduces the product in a 


lighthearted manner. 


Yet demons when it 
really has new to 
reveal is often though it 
need never be. » imagina- 
tion in concep ond legiti- 
mate dramati in the 
shooting ai rr uct 
story can be m fresh and 
interesting. 

Incidentally, as atribution 
to a live-action c cial, cast- 


ing can be very | int. It is 


unrealistic to crowd 
artistes to be any than they 
are. If they we pable of 
assuming a char speaking 
lines, or even regist emotion 
they would no | ve crowd 
artistes It is we orth the 
extra money for < e acting 

Direction is e% ore im- 
portant 

NEW APPRO6CH 
Good directors wmercials 


are hard to find ise they 


have to be prepare: orget so 
much they have kc in other 
fields and adapt -mselves 
wholly to the need advertis 
ing, albeit on filn director 
who can do this ca ke a big 
contribution 

Live-action, morc for the 
“serious” products patent 
medicines. Aches pains, 
indigestion and so on «re never 
funny to those who er from 
them. Live-action | rtainly a 
“must” for produc where 
quality counts 

When, however, should we 
begin to look for an alternative 
to live-action ? In my view, 


when faced with a product with 
no real product story. or with a 
product which has no possibilities 
of demonstration—or whose use 
is dull. Less legitimately, per- 
haps, we can seek an alternative 
to live-action when the need is to 
find a distinct difference from a 
competitor's presentation 
Puppetry, cartoon and stop 
motion—each has its own way of 
investing the ordinary with a look 
that is extraordinary They can 
all be magically entertaining and 
sugar-coat any hard-selling pill. 
But the techniques should never 


be allowed to run away from the 
advertising. Nor, on the other 
hand, should puppetry or cartoon 
ever be expected to reproduce 
reality with realism. They both 
belong to the world of caricature 
Incidentally, when planning, 
please remember that the 
resources for these types of 
production are limited and 
need at least five weeks to shoot 

a one-minute commercial. 
The rules I have suggested for 
the choice of techniques are far 


Measuring the 
audience 


One of the most difficult 
problems facing the users of 
commercial TV and _ their 
agents is that of audience 
measurement, 

There are two debatable 
points : 

@ When should research be- 

gin? 

@ Which method should be 
used ? 

The Incorporated Society of 
British Advertisers and the In- 
stitute of Practitioners in Ad- 
vertising have been studying 
the problems in the light of a 
recommendation that a _ re- 
search bureau should be estab- 
lished. At the time of going 
to press discussions were in 
progress. 

The subject has not been 
dealt with in this Supplement 
because, at this stage, there is 
no clear picture of the course 
likely to be followed. 


from complete. There are many 
other factors: the length of the 
commercial; the frequency of 
impact ; the age-group aimed at ; 
the exploitation of trade-mark 
symbols or slogans—so many 
that I should need much more 
space to discuss them And 
because it could be that Band III 
could cause modifications to pre- 
conceived notions, it is just as 
well no more space is available! 
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‘* I'm most grateful to you for having told about 
Televisuals . . . They certainly know hoy get 
the very best out of a T.V. appropriaton as 


small as mine...’ 


TELEVISUALS LIMITED 


12-16, Woods Mews, Park Lane, London, W.1. 


MAYfair 9903. (5 lines) 
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Commercial Television 
makes its bow today. May it 
live long and 


enjo, many successful 


4) ~<a ‘ s . . 
oa y, (* * Aaxp) anniversaries 
: y <y") | 


Guild Television Service is proud ie part it has played in 


making this great event possible. It could be said that they been preparing for it for 
a long time past—in fact, ever since the Guild started mak dvertising films, a matter 


of 30 years ago. 


This background of experience in interpreting advertiser's id nto screen form, plus the 
studios, person: d technical resources available to them, : Guild Television Service 
one of the for: wroducers of professionally tailored comn al television films. 
Some of the |r iwencies they are working for and whos« imercials you will soon be 
seeing (some of tiem tonight) include: 

CH BARKER & SONS LTD W. S. CRAWFORD LTD. 


ERWIN WASEY & CO. LTD GRAHAM ©& GILLIES LTD 


GREENLYS LTD. - IMMEDIA LT! 
LAMBE & ROBINSON LTD MATHER © CROWTHER LTD 
G. 8S. ROYDS LTD. - RUMBLE, CROWTHER & NICHOLAS LTD. 
SERVICE ADVERTISING CO. LTD J. WALTER THOMPSON LTD 


GUILD TELEVISION SERVICE LTD 


An Associate of The Film Producers’ Guild 


EXCHANGE COURT - STRAND - LONDON +: WC2 - COWent Garden 2733 
G 
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Advice 


for the TV advertiser 


HERE is a tendency for an 

advertiser, having reached 
the decision that commercial 
television would be suitable as 
part of his overall advertising 
policy, immediately to inquire 
“How much is it going to cost 
me?” 

This ts a question which can- 
not really be answered satisfac 
torily at this stage 

If it were possible to forecast 
accurately exactly how many ad- 
vertising spots one should have 
in a year for the most perfect re 
sult, how long the commercials 
should be and what format they 
should follow, then you could gct 
at a costing figure. 


INTELLIGENT GUESSES 


We are starting out in a new 
advertising medium, however, 
where nobody can give anything 
more than an intelligent guess as 
to how British audiences will re- 
act to a given commercial. Add 
to this the fact, that with the cur- 
rent time costs as high as they 
are, there are probably only two 
or three advertisers in the 
country who can afford to buy 
anything like the amount of tele 
vision advertising they want 

The best approach then, is for 
the advertiser to ask himself 

How much shall I spend?” If 
the decision to participate in the 
new medium has been reached 
vith the realisation that the first 

ars can only be regarded as a 

usiness investment (which under 
he existing “option” scheme 

crated by the programme con 
tor ensures that the investor 
will be able to buy time in the 
future) then a long term policy 
vill be in the mind of the adver- 


ci 


PERCENTAGE ALLOCATION 


Remember, television time will 

be casy to buy in future 
irs, if the whole scheme proves 
ailure. In which case you will 
rot want it! The percentage that 

ild be allocated to television 
ivertising will vary with the 

handising peculiarities of 
e product you handle. How 

r, if you think in terms of be 
ween seven and eight per cent of 
annual overall advertising 
t for a television allocation 
tart off with, you will not be 


‘ 


c 


ige 


& Television advertising . . . is governed by (ly 
of supply and demand as much as any other busiicss and the 
advertisers are the people who will pay the bills « 


far wrong 
well rise to 10 per cent as the in 
dustry stabilises and starts to give 


‘ 


1} 


¢ 


for each pound spent 


option to 


renew a given 
t booking allowed by the pro 
me contractors 1s one of the 


This proportion may when, it is hope 
ters will be w 
number of sect 

This repor 


sumes that the 
ing will not ha 
during the 


few saving graces to be found in Close on the 

t present system of television ginal problien 

a rising comes the que 
for those still considering should we 

whether or not to invest now in cials?” Her 

c nercial television, and have with a less spe 


comparing 


an interesting 


d Barton, chairman of the 
Practitioners in Ad 
advisory 


ite of 
ng film 


its cost per 
thousand with othef media there 


Basically ail 
sider are three 
@ The live com 
@ The pre-tilox 
designed to tn 
couple of times 


report trom 


pane! 


reflects the value of this campaign. 
al option In it, he has @ The pre-tilm 
d out a cost per thousand designed for us« 


estimate of 
ce that might 
Start of 


transmission in 
yn and again one year later 


the viewing 
be expected 


as possible cons 
acceptability with 
Whatever you 


concerning the 


Where the shoe might 


A sce 
vision 
action 


ne from a film 


fransmission 


considered most 


“must 


(“The Story of Johnny Blair 
10 advertise hho by € & J. Ciari 
suitable for such “seriou pr 
for products where quality count 


By DON ARCHER, 


managing director, Bantock Productions Ltd. 


economics 


the end. 9 


transmit 


id a larger 
converted 


rse pre 


time buy 


ncreased 


period 


the ori 


ne costs, 


/ 


« 


ive 


w much 


commer 


dealing 


situation 


fo con 


pe 
ypes 


mercial, 
¢ commercial 


used 


only a 


© @ current 


commercial 
many times 


the public, 


with its 
izghts are 
of live 


--. 


pinch 


tele 
Live 


and a 


commercials, it might be wise to 
consider that the programme 
contractors have had to train 
almost all their technicians from 


scratch 

Although the training 
schools may be doing an excel 
lent job in the time allowed them, 
it would be ve langerous to 
risk some slight dent which 
might easi! with per 
sonnel, who a to the job 
of live television, and have no 


experience wh 
precision busi! 


in the high 
andling the 


split second ft a com 
mercial-—espx when it may 
be costing i20 a second 
Live comm ‘ then, are 
better left for it late 


QUERY THE PRICE 


With the second category the 
short life filmed comm : u 
are much safer At present, th 
prices run on the average adout 
£400 per minut Its can be 
pro-rated ta mocuratecly I 
the 30- and 15S-second spot. Do 
not be misied uv catch phrase 

How long is a piece of string 
so often used by Pp ducers when 
you inquire prices 

Some commercials will cost 
more, some less. This, how- 


ever, is what most people pay 
on the «average, and you 
should be able to use the film 
at least twice during a given 
Id-week period. 

You may be interested to 
note that when you budget for 
a commercial of this type, it 
works out at roughly 20 per 
cent of your time costs. This 
is not a bad figure to keep in 
mind; it is not claimed to be 
the last word in every case, 
but it is at least a guide, and 
one which | have found fairly 


consistent both in the United 

States and Uritain, over a 

number of years. 

Budgeting around this figure 
will ensure that your commercial! 
s kept np This, without a 
doubt, should be your watch 
word for the first few years of 
television advertising The ex 


pense of a big star, or a choir of 
celestial angels, almost inevitably 
badly when its sales 
mpared with the cost 


straightforward sel! 


hows uy 
return 1s 
f a sincere 


ing appeal 
@ Continued on page 22 
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do on television by 


rp SHE rules of law affe 
‘levision advertising | 


Pe eached formidable 
; ns. Let us gathe 
af rether and comn 
‘i fect 
; ntents of telev 
: nis are now 
st SIX separal 
: ey are 
i , rovisions of tt 
Act, 1954, as 
es general]; 
. rovisions of t 
apply to ads 
n particular 
ce e| iles as to adve 
n the second sched 
Act 
e | les bout specifi 


obpserve the 


When you 
¢} 


ciple that your product ar 
selling e should be in ¢ 
ry for assimilation by the aud 
and for ong as f{ 
reckon what ttie time ca 
Lf given t an expensive att 
getter 
It will probably be swa 
anyway) f the vis 
. promised during the prog 
; periods live up to the cu 
: publicity put out by the pr 


gramme contractors 

‘One of the biggest mo: 
p savers for the television adve 
tiser 1s the ability to judge 
exactly what standard of tech 
nical perfection is required in t! 
filmed commercial This w 
miy come over a period of years 
comparing the sales return of onc 
commercial and another For 
cinema advertising, where 
filmict follows a highly polished 


your 


o major production and may bx 

x seen by regulars a number of 
; weeks in succession, a high stan 
; dard is necessary 


Always bear in mind that all 
, you are interested in with com- 
ae mercial television advertising 
2 is how many people are per- 
suaded to buy your product, 
and not the artistic impression 
you make with the presenta- 
tion of the message. This may 
sound like heresy, in the face 
of all that has been said about 
standards, but it is sound busi- 
ness when you compare re 


classes of advertisements 
and methods of advertising 
made by the Independent 
Television Authority 
» The recommendations of the 
ITA’s advertising advisory 
committee, and finally 
The general law applying to 
ill advertising 


» 


w section three of the Act 
1iINS Various general rules as 
i¢ programmes which apply 

y to advertisements and 

matters. The section pri 
s, among other’ matters, 


Nothing is to be included 
tich offends against good 
te and decen y, or is likely 
CNCOUTARE 
lead to 


or inctle to crime 


disorder or to be 


THE COST ©' “OMMERCIAL TELEVISION | con::: 


‘urns for outlay, remembering 
that all good producers can 
ave you highly polished 
productions, but it will cost 
much more money. 
o forestall a storm. of 
cism trom the trade, I will 
that all this takes for granted 
things as a first-class sound 
good camera work, script 
ind acting. These should be 
ken for granted by any crafts- 


When one considers the third 
gory in commercials, those 
are intended to be repeated 
infinitum, then all that has 
1 said previously about pro- 
tion standards goes by the 
rd. 


LONG LASTING 


A commercial can run success- 
fully over a period of two years, 
iving been shown perhaps 100 
nes, and still reap a sales re- 
turn It stands to reason then, 
that for this type, you can afford 
to spend more money on achiev- 
ng a highly polished film. One 
that can be seen by the same 
iudience many times and reveal 
no flaws in the presentation of 
the message, or the technical 
ispects of its production 
In the case of a 30 second com 
mercial which is transmitted, say 
100 times, the total booking costs 
run to £40,000. Of this time 
cost 20 per cent would allow 
£8,000 for production. Yet t 


offensive ft f line rr 
which conta flensive 
rer er fior reference 
fo a , per 
Nothir , included 
sicr f Inf fner ¢ ‘i 
peted for r ny gift of 
rif int whicn t 
ay Pile persons 
rece g the nme or in 
re te idvantage 
is v r fo rls. 
Ri ana table pub- 
licity broadcast 
th the pre pproval of 
the ITA 
Advertisemer dealt with 
in particular ir 1 4 of the 
Act which iong other 
things, that d advertise- 
ments may be ved either 
half-minute ¢ al ~=could 
probably be mad ily £1,000. 
For this figur u can get 
first class anim , or a 
jingle that be a public 
institution, as happened 
a number of tim 1: America. 


It doesn’t hap: 
though, as you w 
check the statisti that have 
applied to the tos of thou- 
sands of television commercials 
made in the Ls. 
On the whole 

mercial is a ver 


very often 
see if you 


e of com- 
business 


and is better left we really 
have some exper n the re- 
action of British a ces 

Television idver g is far 
too close to shov siness for 
anyone's peace of mind. But it 
does sell mer When 
considering costs 1 to eight 
per cent of an idvertising 
budget for total television alloca- 
tion and 20 per cent that figure 
for production of nercials, is 
as safe as any figur at can be 
applied as of this moment 
always remember that com 
mercial television should be 
planned and developed on a long 
term basis and picked at 
spasmodically, for that is one sure 
way to lose mone 

Television advert g will cost 
what you want it to cost It is 
governed by th 1omics of 
supply and demand as is any 


other business, and vou are the 


93. 1955 


SEPTEMBER 


What the advertiser can and cannot 


AW 


By A LEGAL EXPERT 


through advertisirig or other 
agents or direct from the adver- 
tiser but stipulates that neither 


the ITA nor any programme con- 
tractor shall act as an advertising 
agent 

Nothing is to be included in any 
programmes broadcast by the 
ITA, whether in an advertisement 
or not, which Suggests or 
implies. or could reasonably be 
taken to state, suggest or imply, 
that any part of any programme 
broadcast by the ITA which is 
not an advertisement has been 
supplied or suggested by any 
advertiser 

And, except as an advertise- 
ment, nothing is to be included in 
any programme broadcast by the 
ITA which could reasonably be 
supposed to have been included 
therein in return for payment or 
other valuable consideration to 
the relevant programme con- 
tractor or the ITA 

But all this is not to apply to: 

(a) Items designed to give 
publicity to the needs or objects 


States 


of any association or organisa- 
tion conducted for charitable 
or benevolent purposes 

(hb) Reviews of literary, 


artistic or other publications or 
productions, including current 
entertainments 


INTRINSIC INTEREST 


(c) Items consisting of factual 
portravals of doings, happen- 
ings, places or things, being 
items which in the opinion of 
the ITA are proper for inclu- 
sion by reason of their intrinsic 
interest or instructiveness and 
do not comprise an undue ele- 
ment of advertisement. 

(d) Announcements of the 
place of any performance in- 
cluded in the programme, or of 
the name and description of the 
persons concerned as per 
formers or otherwise in any 


} rv rr nce ~ a 
such performance, announce 
ments f the number and 
description of any record so in 


cluded, and ackn wledgements 


of any permission granted in 
respect of any such perform 
ance, persons or record 


(e) Such other matter (if any) 
iS May be prescribed by regula- 
tions made by the Postmaster 
Genera by statutory § instru- 
ment after consultation with 
the ITA 


@ Continued on page 24 
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Testing 
for 
Television? 


In addition to live and 

filmed television programmes 
and commercials, 

J. Arthur Rank Screen Services 
now provide these three 

closed circuit facilities 

for Advertisers, Agents and 

all who are cocerned with 


commercial television. 


1 35 mm. flying spot Cintel telecine 
with viewing room for screening 


'Y commercials and other films en 


standard |\ receivers. £12 10s. 0d. for minimum 


of one hour. 


2 4 C.P.S. Emitron cameras for 


-losed circuit work of all kinds from 


pack tests to pilot live commercials, 


including 


make-up and other studio facilities. 


£15 per hour per camera, or by arrangement. 


3 Large screen television for over- 
‘ flow meetings, sales conferences, etc. 
v4 gk Picture up to 20 ft. x 26 ft. approx. 


Prices subject to survey. 


For further information, please ring or write to 


J. ARTHUR RANK SCREEN SERVICES LTD 


Head Office: 


ll HILL STREET, LONDON, W.1 


GAUMONT STATE T 


GROSVENOR 6353 


“Live” TV Division 


HEATRE, KILBURN 


LONDON, N.W6 MAIDA VALE 8061 
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What ad men need 


to know about TV law 


By section four, claus 
of the Act it is the duty 
ITA to enforce the advert 
rules set out im the se 
schedule. Programme cont 
are bound under their c 
to do so The rules 
follows 

@ The advertisements mu 
distinguishable as 
recognisably separate 
est of the programme 
® The amount of time giv 

sing im the progran 
it be so great as to ce 
1¢ value of the progran 
nedium of entertainme 
on and informatior 
ivertisements shall not b 
otherwise than at 1 
u « or the end of the pro 
or in natural break 
ad rules (to be agre 
1 time to time between 
and the Postmaste 
settled by the Pos 
veral in default of such 
) shall be observed 
to the interval which 
lapse between any two 
wiven over to adver- 


emany 
' 


ib) As to the classes of 
broadcasts (which shall in par- 
titular include the broadcast 
of any religious service) in 
which advertisements may not 
be inserted, and the interval 
which must elapse between 
any such broadcast and any 
previous or subsequent period 
given over to advertisements 


@in the acceptance of ady 
sen here must be 1 

i ve discrimination 
igainst ¢ in favour of an 


ticular advertiser 

ei harges made by 
programme contractor for ady 
tisements shall be in accord 
with tariffs fixed by him |[ 
time to time, being tariffs draw 
up in suc letar! and published 
suc! i nd manner as the ITA 


Ar tariffs may make p 
different circumstanc 

i varticular, may provide 

the ITA may deter 

the making in special! 

additiona 


“tail as 


circumstances of 


special charges 


@No advertisement = shal! 
be permitted which is inserted 
by or on behalf of any body 
the objects whereof are wholly 
or mainly of a religious or 
political nature and no adver- 
tisement shall be permitted 
which is directed towards any 
religious or political end or has 
any relation to ary industrial 
dispute. 

@ lif, in the case of any of the 
television broadcasting § stations 
used by the ITA, there appears 
to the Authority to be a sufficient 
local demand to justify that 
course, provision shall be made 


+ reasonable allocation of 
for local advertisements, of 
a suitable proportion shall 
iort local advertisements 
These rules may be amended 
the Postmaster-General after 
nsultation with the ITA, but 
far no such amendment has 
n made 
ider section four, clause five 
Act the ITA are bound to 
iit from time to time with 
Postmaster-General as to the 
s and description of goods 
services which must not be 
rtised, and the methods of 
tising which must not be 
yyed, and to carry out any 
ions which he may give 
1 in those respects 


WORK OF ITA 


rections have now been given 
» these matters, and as in 
ase of the very important set 
commendations (see below) 
were drawn up by the ITA’s 
sory committee 
ider section eight, clause two, 
he Act the ITA must appoint 
ommittee representative of 
inisations, authorities and 
yns concerned with standards 
conduct in the advertising of 
ds or services (including, in 
cular, the advertising of 
or services for medical or 
cal purposes) 


must also give advice to the 
iority and programme con 
rs with a view to the exclu 
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@ invitations to place money on 
deposit with Post Office or 
any Trustee Savings Bank 

No advertisement should be 
allowed which contains any re 
view of or advice about the stock 
market or investment prospects 
or which offers to advise on 
investments 

It is the duty of the ITA to 
comply and obtain compliance 
with these recommendations, 
subject to such exceptions of 
modifications, if any, as may 
appear to them to be necessary 
or proper having regard to then 
other duties (Including of 
course their duty to make them 
selves pay.) 

But apart from these special 
rules affecting television adver 
tising there is the general law 
which ts in no way abrogated by 
the Act 

Such Acts of Parliament as the 
Merchandise Marks Acts, the 
Food and Drugs Acts, the Phar 
macy and Medicines Act and 
others will still have to be com 
plied with although their appli 
cation in some cases is some 
what complicated 

Under the Merchandise Marks 
Acts, for example, a false trade 
description given orally has been 
held not to be applied to the 
goods and so not to constitute 
an offence under the Acts. How 
this rule would apply to a tele 
vision broadcast is not clear 
However, in view of the manifold 
controls one may hope that it is 
unlikely to arise 


mendations of 
ry committee 


nmenda- 
2pendent 
he advi- 

pointed 


ids? ere Peine ‘ 
celebrate the per 


organisation for 


lustrial 


nonuf , 
manuractu 


purposes 


out that the general principle 
which should govern all tele- 
vision advertising is that it 
should be legal, clean, honest, 
and truthful 

The recommendations are here 
given in full 


FALSE OR MISLEADING 
ADVERTISEMENTS 


No advertisement, taken as a 
whole or in part, shall contain 
ary spoken or visual presentation 
of the product or service adver 
tuised, or statement of its price 
which directly or by implication 
musieads. In particular 

SPECIAL CLAIMS.—-No adver 
tisement shall contain’ any 
reference which is likely to lead 
the public to assume that the 


product advertised, or an 
ingredient, has some _ special 


property or quality which is in 
fact unknown, unrecognised ot 
incapable of being established 

SCIENTIFIC AND TECHNICA! 
TERMS scientifu 
terms quotations from tet h 
nical literature and the like 
must be used with a proper 
sense of responsibility to the 
ordinary viewer. The irrelevant 
use of data and jargon must 
never be resorted to to make 
claims appear more scientific 


@ Continued on page 26 
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INCORPORATED PRACTITIONERS IN ADVERTISING 


37 Golden Sq. London, W.1 
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ITA advisory committee 
FECOMMENAALIONS continued 


than they rea Statistics vertising may be used, in associa- 
of limited ¥ yuld not tion with a programme intended 
be presented h a way as_ for children or which large num- 


\ o 
| to make it ar ut they are bers of children are likely to see, 
O] } la S universally tru which might result in harm to 
i IMITATION 


imitation them physically, mentally or 


ee ee ty i a eee L5 oa 


; likely to mi wers, even morally, and no method of adver- 
A though it is ich a kind  tising may be employed which 
| } as to give ri gal action takes advantage of the natural 
for infringer opyright credulity and sense of loyalty of 
or for “pas must be children 
5 8 avoided In particular 
: @ No advertisement which en 
my | DISPARAGING §&/ | ERENCES courages children to enter 7 
f No advertisen | contain strange places or to converse m 
| | any statement it i to pro with strangers in an effort to 7 
mote sales by ur mparison collect coupons, wrappers, 
| with or reference mpetitive labels, etc., is allowed. The 


| products or servic programme contractor must 
investigate the details of any 


collecting scheme and satisfy 


; TESTIMO! - LS 


Documentary « e of testi himself that it contains no 
monials may be r jas a con- element of danger to chil 

| dition of the acce of adver dren 
| tisements. The nsible use @ No advertisement for a com 
- ' of testimonials m avoided mercial product or service is 
. 7 ‘on. allowed if it contains any 
P | ] S “5 E OW y O | | GUARA E appeal to children which sug 
: - The word “gu * should gests In any way that unless 
be used with ca and spar the children themselves buy 
nelvy and only in n to some or encourage other peop.e to 
3 | specific descriptior iality and buy the product or service 
N | the detailed tern any such they will be failing in some 
E guarantee must lable for duty or lacking in loyalty 
i Th ‘xciting medium calls | inspection by p me con towards some person or of 
. : tractors. Where ¢ irantee is ganisation, whether that per- 
, cane associated with ar to return son or organisation is the 
for the exp 1 advertising approach the purchase | must be one makion the appeal or 

( . made quite cle what it not 
4 as much as } ne press, the poster site apples ind y it pro @No idvertisement is allowed 
7 tects the purchase which leads children to be 


or the booklet. lieve that if they do not own 
COMPETIT! 4s the product advertised, they 


T.V. Co r tals should, therefore, Advertisements ing the will be inferior in some way 


to other children or that the) 
public to take p competi- dren or that they 


. rT . se ieee J ered are liable to be held in con 
be planned a »« jalised but integrated — - = 0d tempt or ridicule for not 
owning it 


ui completely in line with | Ast. 1954, and 1 ting and © No 


pee A rs a a advertisement dealing 
~ — . , ] 

tat ‘ wlan po wae with the activities of a club is 
advertising policy. Ff skit), should « arly how allowed without the specific 

. aeneninniiinn tent Poem permission of the programme 

~~ c ¥ 4 ; 
. the Ai he al sig ncluding contractor who must satisfy 
t } c c u Malt } 
. - ' ; “, ‘ himself that the club is care- 
the arrangemert the an fully supervised in the matte 
S nouncement of res 1 for the ¢ we veal Pall eye 


atin ae oxtes of the behaviour of the children 
' and the company they keep and 
hat there no suge thor yf 
a rot it ADVERTISING IN ieeulah Welen 0 sales dociety 
CHILDREN'S PROGRAMMES @ While it is recognised that 
No product or service may be children are not the direct pur 

idvertised and no method of ad- @ Continued on page 28 


E. Walter George Ltd., or your own Cosneses 


sn Advertising Practitioner is by training compared 


is and experience most qualified to) 4) warconi inc 


: steer your new television venture camera is her 


cs to success. studio camera 


E. WALTER GEORGE LIMITED hee = 
Incorporated Practitioners in Advertising felevision camera 
25 Lower Belgrave Street, London, SW1 “le 4 os fa 
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A HeWWONDERLAND 


Now that the n ind intimat 
us, we in the world of advertisu 


what this great adventure can mea 


market-place — here a new shot 
our clients’ wares in a fresh and 
way than ever betor 


Street’s Televisi Department 


because they had t creatiy al t 
which can only be obtained ft 


That they were backed by a 


in every branch of marketing and 


the advice at the disposal of t 


, 


And now for the futur We ar 
but with added experici in t 
ind new cli nts ar is xcited a A 


of tclevi ron adv rtising 


AHEAD 


G. STREET & CO. LTD - 110 OLD BROAD STREET 
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Incorporated Practitioners in Advertising 


IN TELEVISIO 


LONDON EC2 


n of television sclling is upon 
appreciate more and more 
Here is a new 
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r Way, a more compelling 
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{ sound technical knowledy: 
t ¢ xpericnce in th medium 
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tising gay further w wht to 
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APTG is the only TY Service Unit formed and 


r 
/ 
/ 
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run by advertising agencies themselves, and 


giving its members ‘his comprehensive service 


"7 


Advertiser's Weekly 


according to {eir individual needs. 


wm «@ction 


COLLECTIVE ACTION 
INTELLIGENCE AND INFORMATION 
TV INSTRUCTION FOR AGENCY STAFFS 


SCRIPTING 


PRODUCTION 


VIEWING FACILITIES 


MONITORING 


CASTING 


VIEWER RESEARCH 
POINT-OF-SALE DISPLAY 
EMPLOYMENT BUREAU 

PUBLIC RELATIONS 


Membership is open to any generally recognised agency 


on a subscription basis 


THE ADVERTISING PRACTITIONERS 
TELEVISION GROUP LIMITED 


14 GREAT CHAPEL STREET, LONDON, W1 


Gerrard 0192 & 3868 
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YFECOMMENAALTIONS — continued 


chasers of mar nducts over 
which they naturally 
allowed to exe preference, 
care should be ) that they 
are not encou i to make 
themselves a 1 ce to other 
people in the sts of any 
particular pr r service 


RULES ABOUT SPECIFIC 
CLASSES OF AD VERTISE- 
MENTS AND METHODS OF 
ADVERT(IS|\NG 


UNACCEPTABLE PF ODUCTS OR 
SERVIC 


Advertisements ducts or 
services coming hin the 
recognised chara of, or 
specifically conce with, the 
following shou not be 
accepted 


(a) money-ler 
(b) matrimor 
correspondence 


ncies and 


(c) fortune | and the 
like 
(d) undertak r others 


or burial 
mpanies | 


associated wit! 
{e) organisati 


persons seeking ertise for 
the purpose g betting 
fips 
f) unlicense iployment 
Services, TreRist “ureaur 
(g) specifics nming or 


ur as they 
he British 


bust developmen 
are not dealt wit 


Code of Standar 


(A) contrace pt 


(i) smoking cu id 
(j) products for tment of 
alcoholism 
NB in ‘ er who 
markets more tha product 
may not use ad ng copy 
devoted to an acce; product 
for purposes of { sing the 
brand name or other tification 


of an unacceptadle ect 
ADVERTISING OF MEDICINES 
AND TREATMENTS 
(a) The British Code of 
Standards. 
The advertising 
and treatments may 


nedicines 
uccepted 


on the Authority's service pro- 
vided it complies with the basic 
standard of The Br Code of 
Standards in Rela to the 
Advertising if M es and 
Treatments (whic Mprises 
Appendix 2 of the document) 


(b) Visual presentation of 
doctors, dentists. nurses, 
midwives, etc. 


In the advertising nedicines 
and treatments, statements, ges- 


tures or representati that give 
the impression ot fessional 
advice or recommendation 


should not be allowed 


MAIL ORDER ADVERTISEMENTS 

Advertisements for the sale of 
goods by mail order ould not 
be accepted unless the contractor 
has satisfied himself that ade 
quate stocks of the goods m 


question are carried and that they 
correspond with the description 
given in the advertisement. Such 
advertisements should not be ac 
cepted where an accommodation 
address is given. 

All advertisements should 
make it clear that the customer ts 
entitled to return the goods 
within seven days if not sausfied 
and to obtain full refund of the 
purchase price 


HOMEWORK SCHEME 
ADVERTISEMENTS 

The fullest possible particulars 
of any schemes must be supplied 
and where it is proposed to make 
a charge for the raw materials or 
the components and where the 
advertiser offers to buy back the 
goods made by the home-worker, 
the advertisement must not be 
accepted 


HIRE PURCHASE 


Where a price is mentioned in 
an advertisement or reference 1s 
made to any form of instalment 
buying, care must be taken to en 
sure that the amounts quoted in 
dicate to prospective purchasers 
how much extra money is re 
quired for hire purchase and do 
not mislead them into thinking 
that the total cost, inclusive of 
interest and additional charges 
and/or purchase tax, is less than 
is in fact the case 


INSTRUCTIONAL COURSES 


Advertising offering courses of 
instruction in trades or subjects 
leading up to pfofessional or 
technical examinations should 
not imply the promise of em 
ployment or exaggerate the op 
portunities of employment or re 
muneration alleged to be open to 
those taking such courses; nor 
offer unrecognised “degrees” or 
qualifications 


A hot spot 


4 new Marconi television camera 

here transmitting views of 

furnace flame conditions via a 
closed rcuu svstem 
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MARTI S 


STARS 


YOU WILL 


SEE 


HN BARBIROLLI 
AVID BERGLAS 


S BOYER 


HN CLEMENTS 
RONALD COLMAN 
BILLY 


OTTON 


RICK RAWFORD 
RICIA DAINTON 
: ; DIXON 


ANNA DRU 

EVANS 
ONTAINE 

JS GORING 


HAMMOND 


TED HEATH 
IDA 


LUPINO 
AN MILLER 
HAEL MILES 


MAVID NIVEN 


OBER( IN 


HONY OLIVER 
RALPH READER 


TEVENS 


RE SA WRIGHT 


RSON WELLES 


Musical Adviser 


N BARBIROLLI 


| 
| 
| 
| 


Associated-Rediffusion 


presenting 


Independent 1. V. 
Programmes 
of the 
highest standards 
O| 
‘enlightened 
entertainment’ 
to the 
greatest mass market 
in this Country 


London 
Monday to Friday 


For Advertisement Rates and other 


information 


apply to the Advertisement Manager 


ASSOCIATED-REDIFFUSION 


LIMITED 


TELEVISION HOUSE, ALDWYCH, W.C.2 


TELEPHONE HOLBORN 7888 


SHOWS 
YOU WILL 
FOLLOW 
INTERNAT fh 


TAKE Y 


DOUBLE Y NEY 


CAVA 


PERSONALITIES 
YOU WILL 
DISCUSS 
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you aint seen nothin’ yet! 


You've m Che man who dismisses Commercial TV in a few ill-chosen words. And his fellow, 
whe j or le Tf IS cer i The trutn 18, Of Course, (hat NoDoOdV know anvithing 
as yet. I onwards we shall begin to see who was right and who was wrong. But until such time 


as conclusions car it's interesting to take a sidelong (and completely biased) glance at the dramatis persona, 


eroes and the villain of the ITA piece, who are waiting in the wing 


The man who fixes rotation 


The researcher within a segment 


As one of the y Stage-managers involved, WPS are all prepared. Our manpower—a small but alert 


| 


and progressive Tek n unit with a highly efficient and creative Director and production team—is raring to go. 


Our equipment ¢ of the most complete TV ‘theatre-workshops’ in the country—is working smoothly 
P 


With ¢ rs crossed, we wait for tonight. One of cials 18 making its bow 


So, if you want t tact us and make a date to see our work, don’t ring us up unt! after the programme ' 
& 


WILLINGS PRESS SERVIC! 64 GRAYS INN ROAD WC! 
Telephone: Terminus 1212 (17 lines) 
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